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Detfine and compare key
terms:
« Marketing and the
4P,
e Advertising
e Branding

Understand the Life
Cycle of a Business.

Identify your Audience or
Target Market.

Understand and

Explain Brand Identity
Models and how it

relates to creating your

brand.

Discussion of low-cost or
no-cost marketing tools
including:

« Google Business

Profile

 Social media

e SEO and Video

e Websites.

Metrics







Advertising

This is the technique and practice used to bring your services or

products to public notice to persuade the public to respond in a

certain way toward what is advertised.
(Britannica, 2023)
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~ Branding is about engineering identity

VS

Marketing is about getting products to market
o ancl.ifmdingsure they sell well
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The BuSmess 'f e Cvcle

- Introduction

Growth

Maturity

Decline






http://u.be/qBh26_5Gk74?si=0djSQCMMBAkbUdE1
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Process

 Create your audience or target profile (Will be expanded upon)
 Access your competition and how you are different (Will be
expanded upon)

* Assess how patients come to you (This data can be tracked usually
on intake or EMR)

* Maybe design a new/improved funnel (paid vs. unpaid)

» Create content to communicate the message of the desired
outcome (Social Media, Video, SEO)

« Decide on metrics for your plan




Potential Cutomer |




o leferentlatlon refers to what makes the serwce/product unlque in the market

and stand out from customers. _ |
e low cost (value- based care) to open up a new market space and create new

demand
e |“Blue Ocean Strategy: How to Create UhCont_ested Market Space and Make the

Competition Irrelevant”by Chan Kim and Renee Mauborgne





https://youtu.be/8ExRnpy4rPE?si=j0RlA_3ltqai-GfQ
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Bobb Calder omd Steven Reagan (2001)
' Bromd Des|gn Model. A




Brand Elements

e Purpose e Personality
o Vision « Tone and Voice
e Mission e Brand Story
e Values e Brand Hertiage

e Positioning  Tagline

Martin Linsdtroms’s 5 D Brand Sonogram







“Definin g A d ver t sing. (; 00 Al s for
Measure AdverhSmg ReSults

Stages 1: Unawareness Stage | : -
Stage 2: Awareness First become aware of the offermg |
| Stage 3 Comprehensmn of what the product is and |
~what it does. Remember branding |
Stage 4: Conviction develops strong beliefs regarding
~ the offering and confidence that ga|n benefit more in pre-sale
Stage 5: Action |

MarKeting Forces >< Countervailing Forces






The 5 most common pricing strateay

Cost plus prlcmg Calculate your costs and add a mark up

(Consider ca culatlng your cost-per-patient (take into account rent/laoor/equlpment
leaSe/E\/lR/p none/internet/insurance) to know the expenses for montdly) (35% or
1.35)= i S . _

Competitive pricing. Seta price based on what the Competition charges.

Price skimming. Set a high price and lower it as the market evolves.

Penetration pricing. Set a low price to enter a competitive market and raise it later.
Value-based pricing. Base your product or services and what a patient is willing to
pay usually works on high-end products. price on what the customer believes it’s
worth.



https://www.bdc.ca/en/articles-tools/marketing-sales-export/marketing/pricing-5-common-strategies#costplus
https://www.bdc.ca/en/articles-tools/marketing-sales-export/marketing/pricing-5-common-strategies#competitive
https://www.bdc.ca/en/articles-tools/marketing-sales-export/marketing/pricing-5-common-strategies#skimming
https://www.bdc.ca/en/articles-tools/marketing-sales-export/marketing/pricing-5-common-strategies#penetration
https://www.bdc.ca/en/articles-tools/marketing-sales-export/marketing/pricing-5-common-strategies#value
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Media Kit: Boiler-Plate (100 words about you and your company), headshots
Name of'B'USi_oess,website, social media handles (Name Check)

Choose how to create one type of content for example video, podoast or blog, and learn
how to adad content to your website.

e Digital storage and organization, Tagging or Indexing, and Consistency.

Belong to your Association. APTA, AOTA, #PTM ovesMe



Somq : Medm

Social Medla and Health Care Part I therature Rewew of Somal Medla Use by Healthcare Care
Providers : . | o L - "

Conclusmns

“Not only can SI\/I be used to |mprove direct patient care but it can also be used to mcrease the
publlc S knowledgg, facilitate research, connect HCPs, improve medical educatlon, and combat
public health crises. However, striking the right balance between digita. and traditional health care
is imperative. As SM is a relatively recent phenomenon, further research is needed to determine its
long-term effectiveness and to identify the best strategies for maximizing its advantages and
imiting risks. This review will be continued in the second part, in which the use of SM from patients’
nerspectives will be discussed. This discussion will be supplemented with specific barriers, ethical
considerations, and disadvantages reported in the extant literature.”Farsi D, et al. (2021)




~ Social Media

Social I\/Iedla and Health Care (Part II) Narratlve ReV|ew of Somal Medla Use by Patlents

ObJectlve ThIS narratlve reV|eW alms to dISCUSS how social medla has been used in the healthcare

llndustry from the perspectlve of patients and describe the main issues surrounding |ts use in
healthcare |

Conclusions: Social media can be used by the_public and patients 0 Improve their health and
knowledge. However, due dlllgence must be practiced to assess the credibility of the information
obtained and its source. Healthcare prowders,.patlents, and the public need not forget the risks
associated with the use of social media. The limitations and shortcomings of the use of social media
by patients should be understood.(Farsi D, et al, 2022)




Somal medla and health care professmnals beneﬂts nsks and best practlces
et . (VentolaC L:2014) | | |

“However, it IS Important to note that HIPAA does not restrict the
~ distribution of medlcal |nformat|on that has been “de-identified.” The
patient’s consent Is a critical issue to consider when using social media.”

(Lambert KM, 2012) e

o




G d L mes fo or AMA

1 I\/Iamtaln patlent prlvacy and conﬂdentlallty in all enwronments mcludlng postlng |dent|ﬂable
patlentlnformatlon online. | | | o : , |

2. When usmg the mternet for so<:|al networklng keep in mlnd prlvacy settlngs do not
always safeguard your privacy and that you should monltor content posted by others
| to make sure it is accurate. |

3. If you interact with patients on the internet, maintain appropriate boundaries.
Suggested to separate professional and personal content.

4. “Physicians must recognizethat actions online and content posted may negatively affect
their reputations among patients and colleagues, may have consequences for their medical
careers (particularly for phy-sicians—in—traihing and medical students), and can
undermine public trust in the medical profession”(AMA, n.d)



“Be aware of your audlence Make sure that the Content of your posts |s approprlate for the people who will be seeing
it and may share it W|th others o = i .

Maintain your profe55|onal|sm Av0|d postlng anythlng that could be con5|dered unprofessmnal or inappropriate, such
as photos or V|deos of patlents | | |

z Know your social media policy. Fam|l|ar|ze yourself with your employer’s social med|a pollcy and adhere to it across all
- the social media platforms that you choose to use.

Secure your soo|al media proﬂles Rewew and set up the respectlve privacy sett|ngs for the social media platforms
that you choose to use.

Share credible information only The dlssem|nat|on of credlble and reliable information protects the health and well-
being of the public. |

Engage with respectful content. Do not share content that is harmful, dlsparaglng, racist, homophobic, or
derogatory”(American Nurses Association, n.d.)






. Domaln name (WebS|te address) & |

Short S|mple and if pos5|ble help with SEO e

Need to see |f it's avallable and then also oonsrder the exten5|on

~ You can reglster your domaln on your web5|te bwlder e
'Thlnk about the tagllne | o

. Website bmlderWIX, Word Press, Squarespace.

Rellablllty and Speed.

Website Hosting determ|nes speed loading also you to rank better and g|ve a better
customer experience.

Security(need an SSL certificate to ensure secure transmlsS|on between website and host)
Maintenance and bug fixing. e

Customizability built-in features that you c:an scale. - 0



The logo goes mto the header together W|th the tagllne L
Photo or photo stock o | T e

Pick your template the theme where the layout s already in place

o Color Palette and Typography : - |

. Sltemap _. | |
Flow of your websrte which should include your home page, about serwces contact and

privacy policy(You can use a privacy template generator like Termly) which can be found
in the nawgatlon bar. |

e Header/Footer will stay con5|stent no matter how many pages you have on your
website

Content: Copy of website, research comparable webS|tes and determine the style or
wording you like. | ot | & e







. - In 2@22 an astoundlng 82% of global |nternet trafﬂo came
_'_‘_'?from V|deo content(Bower, 2023) This highllghts the '

B '--.-_-.|mmense popularlty and oonsumptlon of videos among

""today s consumers. Small busmess video produotlon IS
crucial for several reasons, |nolud|ng V|deos are engaging
and memorable Videos capture attention and engage
audlenoes more effeotlvely than other forms of content. A
recent study found that viewers retain 95 percent of a

| video's message Compared to just 10 percent when readmg
text(Bower 2023) | |

o iI\/I"OVie (Apple) and Vi‘m'e‘o (Android)






e Meta T|tle or Page Title: 60 character count so that |t is mobrle responsrve
The free tool for thls N charactercounttool com P
e The t|tle needs to reﬂect key wounds and content W|th a hook such as Learn More or
hrea Download | | | A o
o H1 Tag for headers and then use a consistent layout Wiidg subheadlngs
o Use alt text tag for photos: images can be optimized for SEO using descrlptions and the
oonus of this is you are also adding to the digital accessibility feature of your website
for individuals who use screen readers. Examples of Alt Text. '
e Free ways to search for keywords: No keyword stuffing
e Building Backlinks. “







1 Go to busmess google com e
"_'2 Enter the name of your busmess. I : |
3 Search for your proflle(name) and busmess category
.~ 4.Click Next. CE e

5.Choose whether you have a locatlon customers can V|S|t
 6.Enter the service area of your business. |

~ 7.Enter a phone number and website URL.

8.You also have the optlon to create a website .

- 9.Click Finish. i

10 Verlflcatlon optlon Malled a postcard with code
11.SerV|ces are offered and hours are open.

12.Description of your business and add photos



https://business.google.com/create
https://support.google.com/business/answer/7032839
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MetTics o MeaguYe
youY Marketing -



| e Websrces I\/Ietnc:s |
Total number of VISItS ina spec:ncled penod to trac:k engagement from the campalgn or blog
Unlque V|5|tor IS countlng only the new visitors comlng to your site
| Returnlng VISItOI’S is |mportant for audience bwldlng
- Conver5|on Rate for CTA |

Email I\/Ietncs |
Open rate gauges the effectiveness of your su bJect line
Click-through rate that is hlttlng the links in the email.

g Social-l\/ledia Metrics
~ Reach
Impressmns how often the content was shown
Engagement to the Post




e o Pay Per- Cllck
Generates masswe revenue for the advertlser and the person that takes the aa pays |f the l|nk IS
| L e h|t(th|s means trafﬂc not ConverS|on) | |
' CPC (Cost per cllck) Is vanable and depends on the keyword and the S|te you want to run your '
s | campaign. i |
ROAS( Return on Ad Spend) s the revenue you receive for every dollar you spend
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v Total number of V|S|ts per month

Reve nlje per'visit('T_O-‘tal-reven ue for t'he month/total .vis-it_s of the month)

Cost per V|S|t(Total costs — rent payroll ut|l|t|es phones |nternet |nsurance EI\/IR Equment lease
- . loans/ total number of visits that month - | |

| - Exit InterV|ew Dlscharge
Besides outcome measures con5|der a patient satisfaction survey that is customized to rate the clinic
environment, front desk wait tlmes clinic processes, and staff. Primetime to mention Google review a
rat|ng or gather testimonials.







