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"Life is really
simple, but we
insist on making
it complicated."
- Confucius



About Me

15+ years serving Corporate

companies with Sales and

Marketing

Founder of AB Marketing Co.

Passion for Helping Private Health

and Wellness Practices Learn How

to Leverage Marketing Strategies

and Tools for Growth and Retention

Marketing Advisor and Strategist,

Consultant, Speaker, and Mom  

AMY BURKE
AB Marketing Co.





What We
Will Be

Covering
Today
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How WOM Happens

Online

Finding Your Practice

Email Marketing

Social Media

Business Listings

Content
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PEW Research
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  Whether people search for a name as a provider

or by practice, or a medical condition related to

your medical specialty, healthcare consumers

should be able to find you.  

What do patients find when
looking for your practice online?
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Search Engine Results Page
(SERPs)

Paid Ads
Organic Results
Online Business listings (GMB)
Social Media accounts
Online Reviews
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Google Search
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By Specialty 
mobile view
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Action Items:

Make sure your practice can be easily found online 
                      *Desktop and Mobile versions

Make sure your website answers the questions patients
are looking for, is engaging and educational 
Mark your calendar!

Make sure the information is accurate
Make sure you have reviews
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WHY use Email

Marketing??

 Cost effective
 YOU own the List
Nurture and Build relationships
 Keep patients informed/upated
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Email volume increased by 45% in 2020
compared to the previous year.  

Mailerlite Feb 2021

   2020 has shown that people are signing up
for email newsletters more than ever!
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Mobile opens account for 46% of all opened
emails. 

73% of millennials prefer communications
from businesses to come via email. 

AB MARKETING CO .

Hubspot Jan 2021



Connect via Social       

 Channels

Practice/Staff Updates

Special Events

Community Events

Promote New Service

Ideas

Create a focused outline

and follow the 80/20

rule.  80% should be

informational or

educational, 20% should

be promotional.  

Content

Determine a cadence for

sending the Newsletter

that works best for your

audience (and you) then

stick with it.  

Cadence
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Where to 

Start
*Consistency is KEY!!
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HIPAA Compliant
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Written Authorization
Generic Emails (marketing!)
Unsubscribe Option
Utilize 3rd party software 

          to protect PHI (encryption)
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Action Items:

Plan in advance
Use a secure software
Gain permission from patients
Be consistent! 



Social Media

Marketing 
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Social media platforms
generate awareness,

engagement, and action
with your existing and

potential patients



Templates

Design:  easy to read and click

Drag-and-drop editors

Mobile friendly 

Choose and design your content 

 Facebook, Twitter, Instagram: allow more engagement
and interaction with patients

 
 

LinkedIn:  allow more engagement and connection with
healthcare professionals

 
 

YouTube: great resource for sharing educational videos
about a procedure or condition
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Reduce Overwhelm
 
 
 
 
 
 

Choose ONLY 1 Platform

Start with
one channel
that makes

the most
sense for

your practice. 



Practice/Staff Updates

Special Events

Health Related Tips

Promote New Service

National Holidays

Your Expertise

Ideas

Know your audience.

Follow the 80/20 rule. 

 Get prsonal with

pictures and videos! 

 Include a CTA. 

Content

Determine a cadence

for posting and

engaging on the

platform then stick with

it.  

Cadence
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Where to 

Start
*Consistency is KEY!!



HIPAA Violations:
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Posting images of a healthcare facility which
includes patients that can be identified
Posting images, videos of patients without
written consent
Posting ANYTHING containing PHI
Answering specific questions even if patient
initiates the dialogue
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Action Items:

Choose the best platform(s) for your
practice
Plan in advance
Be personal with pics, videos, lives
Post consistently! 



AB MARKETING CO .



AB MARKETING CO .

93%  of local buyers use reviews to determine if

a local business is good or bad

59%  of people consider those sites “somewhat

important”  when choosing a doctor

Almost 75%  of patients use online reviews as

their f irst step in finding a new doctor

Patients now prefer online reviews when

choosing a doctor

Insight Marketing Group 2020



AB MARKETING CO .

Represent your practice as recognized in the real
world across signage, stationery, and other branding
Make sure your address and/or service area is
accurate and precise
Choose the fewest number of categories it takes to
describe your overall core business
List locations separate IF there are legit multiple
locations 

GMB
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Your page should mirror your website
Include Map
Add links for scheduling, calling or direct message
Add reviews 
Create separate page for each location IF there are
legit multiple locations or link together

Facebook
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Claim providers profile
Use to promote individual provider
Post general responses 
Properly manage provider profiles

Healthgrades



Action Items:
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Claim your listings
Keep information correct
and updated (NPI)
Respond appropriately
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Increases chances of being found online (SEO)
Content is desirable today (consume it, share it)
Allows for more connections to be made
Increases positive reputation of practice and
providers

Blogging



Action Items:
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Start/add a blog to website
Give your audience what they are
looking for (be creative)
Leverage SM and Email to link back
to website
Create a content calendar



Making the
most of
online
marketing

Take advantage

of the tools and platforms 

 available.

Make a Plan, Work in Advance.

Follow the 80/20 Rule. 

Connect, Engage and Interact.

Be personal, be creative!
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Consistency is key. 



The best marketing
doesn't feel like marketing.

-Tom Fishburne
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Let's Chat!

Love to talk about 

all things marketing.

30 minute Virtual Chat
https://calendly.com/abmco

Email Address
amy@abmarketingco.com

Phone
913-428-9822


